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ABSTRACT

The study, Discourse Analysis on Beauty Product Advertisements in Marie
Claire Magazine, aims to analyze the mechanism of verbal and non-verbal languages
used in beauty product advertisements through the language feathers of the printed
advertisements proposed by Kongpetch and Smith and visual discourse of
advertisements summarized by Wongbiasaj and Freeouf. The data collection was
made from Marie Claire, from 2009-2010 totaling 24 issues. The total samples were
50 pieces of beauty product advertisements including facial, body and hair treatment,

fragrance and cosmetics.

The results can be categorized into two parts, verbal and visual languages.
In verbal discourse analysis, imperative sentences were used most frequently, 36
per cent of 50 samples. Then, prosodic representation like alliteration, assonance and
rhyming were significantly employed, 38 per cent, to make the statements read more
excitingly, lively and pleasant to the ear and mind. Third, approbatory diction
sounded highly persuasive with the use of equivalent or stronger words for “good”,
for example. Additionally, figure of speech like metaphor, 8 per cent, and simile,
8 per cent, respectively was found to be in use. The sound devices enhanced the value
of a product or created a mental picture in the reader’s perception. Finally, with
cohesive device, references directly addressed the reader by using pronouns to create
a sense of companionship, authority and identity, in18 per cent of the samples.

In visual discourse, the principle of focus and motion which are eye-leading

and oblique line techniques were used the most, 16 per cent. For principle of grouping,



similarity and proximity were mostly used in the advertisements, 64 per cent, and 6
per cent respectively. Similarity was seen in the use of similar colors of different
hues, the presenters’ gestures, and the shape of the products. Proximity was seen in
the grouping of a variety of product lines. In sign level, water and snow were shown
to suggest purity and cleanliness resulting from the product application, in 46 per cent

of the samples.

Moreover, more than one appeal was used in a single advert to create greater
credibility and persuasiveness. All advertisements projected ideal concept of beauty
illustrated both in the verbal presentation and the visual illustration through the

presenter’s perfection, colors, layouts, shapes of the products, and natural elements.
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